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AMENDMENT TO THE CLAIMS 

1 . (Currently Amended) An advertisement management method, comprising: 

receiving programming content delivered as a scheduled lineup having an 
adv e rtis e ment ins e rt e d into a future advertisement time slot; 

categorizing the advertisement time slot presch e dul e d adv e rtis e m e nt as at l e ast 
on e of an overrideable adv e rtis e m e nt and a non-overrideable adv e rtisem e nt , wh e r e in the 
overrideable advertisement time slot may have an associated advertisement replaced is 
r e plac e abl e with a different anoth e r advertisement, and wher e in the non-overrideable 
advertisement time slot may not have the associated advertisement replaced is not 
r e placeabl e and will b e d e liver e d as scheduled ; 

receiving an advertiser's request to replace the pr e sch e dul e d advertisement with 
the [[a]] different advertisement; 

determining whether the advertisement time slot pr e sch e dul e d adv e rtis e m e nt is 
categorized as overrideable; 

determining whether the advertisement and the different advertisement are nearly 
equal in time length; and 

if the advertisement time slot preschedul e d adv e rtis e m e nt is categorized as an 
overrideable adv e rtis e m e nt , then replacing the presch e duled advertisement with the 
different advertisement. 

2. (Currently Amended) The method of claim 1, further comprising receiving a premium to 
replace the schedul e d ov e rrid e able advertisement. 

3. (Currently Amended) The method of claim 1, wherein the overrideable advertisement 
time slot is priced at a lower cost than the sch e dul e d non-overrideable advertisement time 
slot. 
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4. (Currently Amended) The method of claim 1 , further comprising providing data regarding 
viewing habits that distinguishes more-valuable viewers from less-valuable viewers 
wh e r e in th e r e quest to r e place th e adv e rtis e ment with th e diff e rent adv e rtis e m e nt is bas e d 
upon data obtain e d using ratings syst e m t e chnology that tracks program vi e wing activities 
for th e purpose of id e ntifying most valuabl e and least valuabl e pot e ntial consum e rs . 

5. (Currently Amended) The method of claim 1, further comprising matching 
advertisements with the more-valuable viewers and with the less-valuable viewers 
broadcasting th e programming content, including th e differ e nt advertisem e nt, to potential 
consum e rs . 

6. (Currently Amended) The method of claim $ 1, further comprising wh e r e in broadcasting 
th e programming cont e nt comprises at least one of: broadcasting the programming 
content as a television broadcast, broadcasting the programming content as a radio 
broadcast, and broadcasting the programming content over a network. 

7. (Cancel) 

8. (Currently Amended) The method of claim 1, further comprising creating a log of events 
viewed by potential consumers wh e rein the requ e st to r e plac e th e advertis e m e nt is bas e d 
upon data obtain e d using marketing tools comprising at l e ast on e of: ratings syst e ms that 
track program viewing activities by sampling a plurality of hous e holds and e stimating the 
numb e r of vi e w e rs of th e programs using viewing activity data, focus groups that study 
the e ff e ctiven e ss of differ e nt types adv e rtisements, and product sal e s r e ports . 

9. (Currently Amended) An advertisement management method, comprising: 

receiving programming content delivered as a scheduled lineup having a first 
adv e rtis e m e nt ins e rt e d into a future an advertisement time slot; 
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categorizing the advertisement time slot first pr e sch e dul e d adv e rtis e m e nt as one 
ef-an overrideable adv e rtis e ment and [[a]] non-overrideable adv e rtisem e nt , wh e r e in the 
overrideable advertisement time slot may have an associated advertisement replaced is 
replac e able with a different another advertisement, and wher e in the non-overrideable 
advertisement time slot may not have an associated advertisement replaced is not 
r e plac e abl e and will be deliv e red as sch e dul e d ; 

receiving an advertiser's request to replace the first pr e schedul e d advertisement 
with the different a s e cond advertisement; 

determining whether the advertisement time slot first presch e dul e d advertisem e nt 
is categorized as overrideable; 

determining whether the advertisement and the different advertisement are nearly 
equal in time length; and 

if the advertisement time slot first pr e sch e dul e d adv e rtis e ment is categorized as 
overrideable, then replacing the fir s t presch e dul e d advertisement with the different 
s e cond advertisement. 

10. (Cancel) 

11. (Currently Amended) The method of claim 9, further comprising receiving a premium to 
replace the sch e dul e d ov e rrideable advertisement. 

12. (Currently Amended) The method of claim 9, further comprising pricing the m 
overrideable advertisement time slot at a lower cost than the sch e duled non-overrideable 
advertisement time slot . 

13. (Currently Amended) The method of claim 9, further comprising providing data regarding 
viewing habits that distinguishes more-valuable viewers from less-valuable viewers 
wherein receiving the request to replace the first advertis e ment with the second 
adv e rtis e ment is bas e d upon data obtained using ratings system technology that tracks 
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program vi e wing activiti e s for th e purpos e of id e ntifying most valuabl e and l e ast 
valuabl e pot e ntial consum e rs , 

14. (Currently Amended) The method of claim 9, further comprising matching 
advertisements with the more-valuable viewers and with the less-valuable viewers 
broadcasting th e programming cont e nt including th e s e cond advertis e m e nt . 

1 5 . (Currently Amended) The method of claim 44 9, further comprising wh e r e in broadcasting 
th e schedul e d programming cont e nt comprises at least one of: broadcasting the scheduled 
programming content as a television broadcast, broadcasting the scheduled programming 
content as a radio broadcast, and broadcasting the scheduled programming content over a 
network. 

16. (Cancel) 

17. (Currently Amended) A system for managing advertisement programming, comprising: 

a processor communicating with memory; 

wh e r e in the processor receives programming content delivered as a scheduled 
lineup having an adv e rtisement inserted into a future advertisement time slot; 

the processor categorizes the pr e sch e dul e d advertisement time slot as at l e ast one 
ef-an overrideable adv e rtisement and [[a]] non-overrideable advertisement , wher e in the 
overrideable advertisement time slot may have an associated advertisement replaced is 
r e plac e abl e with a different anoth e r advertisement, and wh e r e in the non-overrideable 
advertisement time slot may not have the associated advertisement replaced is not 
r e plac e abl e and will b e d e liver e d as sch e duled ; 

the processor receives an advertiser's request to replace the pr e sch e dul e d 
advertisement with the [[a]] different advertisement; 

the processor determines whether the pr e sch e dul e d advertisement time slot is 
categorized as overrideable; 
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the processor determines whether the advertisement and the different 
advertisement are nearly equal in time length; and 

if the pr e sch e dul e d advertisement time slot is categorized as an overrideable 
adv e rtis e ment , then the processor replaces the pr e sch e dul e d advertisement with the 
different advertisement. 

18. (Currently Amended) The system of claim 17, wherein the system receives a premium to 
replace the sch e dul e d ov e rrid e abl e advertisement. 

19. (Currently Amended) The system of claim 17, wherein the overrideable advertisement 
time slot is priced at a lower cost than the sch e dul e d non-overrideable advertisement time 
slot . 

20. (Currently Amended) The system of claim 17, further comprising providing data 
regarding viewing habits that distinguishes more-valuable viewers from less-valuable 
viewers wh e rein th e processor broadcasts the schedul e d programming cont e nt including 
th e differ e nt adv e rtis e ment . 
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